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Learning Outcome 3: READING AND VIEWING

The learner will be able to read and view for information and enjoyment, and respond critically to the aesthetic, cultural and emotional values in texts.
Assessment Standards

We know this when the learner:
■ Reads spontaneously and often for pleasure and information across the range of texts studied, discusses personal response and the kinds of texts enjoyed, and recommends texts to others.

■ Reads aloud and silently for a variety of purposes consolidating the appropriate reading strategies developed in earlier grades.

■ Discusses the purpose, audience and context of a text.

■ Analyses techniques used to create particular effects in visual, written and multimedia texts such as:

• the impact of design elements (e.g. type and position of artwork, use of colour);

• the impact of camera and film techniques (e.g. close-ups, zoom shots, camera angles,

flashbacks).

■ Responds critically to texts:

• discusses writer’s point of view;

• discusses implicit (or hidden) messages in the text, as well as bias or prejudice;

• discusses how context influences the message.
■ Discusses socio-cultural, environmental and ethical issues contained in texts and identifies the aspects of texts which carry the values related to them. 

■ Reflects on and discusses own skills as a reader. 
Learning Outcome 5: THINKING AND REASONING
The learner will be able to use language to think and reason, as well as to access, process and use information for learning. 

Assessment Standards

We know this when the learner:
■ Uses language to think and reason.
■ Uses language to investigate and explore.
■ Processes information.
■ Thinks creatively.
■ Uses language to reflect.


	Learning Space:  

Assessment 

	Hyperlinks: 

To be completed later. 
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4
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Question 1, 2, 3, 4

	Difficult questions:



Assessment Task 

Carefully examine the following advert and then answer the questions on it.
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Served with Spur-style crispy
onion rings and chips or
baked potato OR two hot veg.

Available from 26 February to 25 March 2007 at Spur Stesk Ranches in Geuleng, Mpumsiengs,
Limpopo, Free State, Northern Cape and North Western Province, includes Helaal Spurs.
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Questions

Many teachers use the AIDA principle to teach advertising:

A:
Attention

I:
Interest

D:
Desire

A:
Action

Using this technique, discuss the advertisement above.

Suggested Solutions 
The learners need to be taught the AIDA principle because so many teachers use it. You can use this advert to teach this system. 

· Mediate the mnemonic.
· Allow learners to attempt the analysis by themselves in pairs.

· Then hold a class discussion.

Sample analysis

A:
Attention. This advert grabs attention in three main ways: food, colour and price. The food is prominently displayed and looks tempting: the colour is attractive, the meat looks good, the orange is refreshing, and the chips and onion rings look crisp and not oily. The price is also attractive – all that meat for R50.00. Either this is a very old advert, or this is a very good deal!

I:
Interest:  Our interest is sustained when we look at what is on offer – steak, chicken, and side orders of chips and onion rings. When we see how much we will get and we look again at the price, we are definitely interested.

D:
Desire: this is most obvious: food, delicious and mouth-watering. There is also the appeal of having a hearty meal at a very reasonable price. We are now in a recession and people are not going to restaurants nearly as much. Think of the restaurant that asks the customers to give what they think is a fair price!
A:
Action: we are not actually told to rush to our nearest Spur, but that is the implication. We want to act because, by now, we are hungry.
While you are going through this, you can give examples of other typical techniques used under each heading, e.g. action is often encouraged with words like “Buy” and “Now” and phrases like “While stocks last!”.

